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  Along with the improvement of logistics, online payment and integrity, the 
penetration rate of online shopping among Internet users continues to increase. In 
terms of its market structure, the proportion of B2C increases every year, which has 
become the main driving force of online shopping market. Moreover, many B2C 
online shopping websites opened their platforms, showing that platform is becoming 
the trend of B2C market. This further weakens the differences in product and price, 
intensifying competition on e-service quality among B2C online shopping platforms. 
Therefore, B2C online shopping platform operators urgently need to recognize and 
improve their e-service quality to meet the needs of users. 
  From the user’s point of view, this paper studies evaluation on e-service quality of 
B2C online shopping platform. Firstly, based on analysis of literature and transaction 
process of B2C online shopping platform, this paper constructs an e-service quality 
model. Secondly, according to 298 valid questionnaires of experienced users, this 
paper examines the reliability, validity and overall fitness of the e-service quality 
model. Thirdly, based on this model, this paper determines evaluation indices, weight 
of each index, evaluation content and evaluation method, to evaluate e-service quality 
of B2C online shopping platform. Finally, based on the 276 valid questionnaires, this 
paper evaluates e-service quality of Tmall. 
  The results of this study show that: (1) E-service quality evaluation system of B2C 
online shopping platform composes of seven dimensions and twenty-nine 
measurement items. (2) E-service quality performance and tolerance zone should be 
considered, when evaluating e-service quality of B2C online shopping platform. This 
can improve the information content of evalution result and help diagnose e-service 
defects. (3) According to its e-service quality evaluation result, Tmall should give 
priority to the enhancement on e-service quality of privacy/security, compensatory 
and functionality. 
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第 1 章 绪论 
1.1 研究背景 
  2013年 1月份发布的《第 31次中国互联网络发展状况统计报告》显示，截






2012 年此数据增长至 8.1 万亿元，年平均增长率达 29.3%[2]。电子商务市场细分
行业结构中，以阿里巴巴、环球资源为代表的企业间电子商务 2012 年占比为
81.6%，但整体增速放缓，年增长率从 2010 年 47.4%减至 2012 年 27.6%；以淘









艾瑞咨询数据显示，2008-2012 年我国网络购物的整体发展情况如图 1.1 所
示、市场结构如图 1.2 所示。由图 1.1 可知，市场交易规模从 2008 年 1281.8 亿
元逐年增长至 2012 年 13040 亿元，年平均增长率达 78.6%；占社会消费品零售
总额的比重从 2008 年 1.1%持续稳健增长至 2012 年 6.2%。由图 1.2 可知，网络



















商品品牌有了更高的要求，相较于 C2C 市场，B2C 市场在信誉和质量上更有保
障，更易得到用户的信任。因此，它逐步成为网络购物市场发展的主要推动力。 
 
图 1.1 2008-2012年我国网络购物的整体发展情况 
资 料 来 源 : 艾 瑞 咨 询 . 2012 年 中 国 网 络 购 物 市 场 交 易 规 模 超 1.3 万 亿 [EB/OL]. 
http://ec.iresearch.cn/shopping/20130125/192011.shtml, 2013-01-25. 
 
图 1.2 2008-2012年我国网络购物的交易规模占比 
资 料 来 源 : 艾 瑞 咨 询 . 2012 年 中 国 网 络 购 物 市 场 交 易 规 模 超 1.3 万 亿 [EB/OL]. 
http://ec.iresearch.cn/shopping/20130125/192011.shtml, 2013-01-25. 
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2008 2009 2010 2011 2012 
交易规模（亿元） 交易规模增长率(%) 
占社会消费品零售总额的比重(%) 
92.1% 92.2% 86.3% 
74.7% 70.3% 
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B2C 网购平台和自主销售式 B2C 网站，B2C 网购平台是以佣金服务费为主要收



























图 1.3 B2C网购平台的产业链 
资 料 来 源 : 艾 瑞 咨 询 . 2008 年 中 国 网 络 购 物 行 业 发 展 报 告 [EB/OL]. 
http://www.iresearch.com.cn/Report/1242.html, 2009-02-24. 
1.3 研究意义 
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1.4 研究框架 
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